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Radio Is Sound, but...,

YOUI Custom811 Are Watching
Television

More People Spend More 1m.
WIth Te"" Each Day
Than They Do WIth Radio

And every year
your customers
are spending

more time
viewing televlllon

Da~ tv VIewing
Per1VHome

1950 4 hOuII 36mlnUt81
1960 5 houq 6 milufes
1970 5hours 56mInUtes
1980 6 hours 36 mn.tes
1988 7 hours 3 minutes
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Radio I' Sound, but•..

\

Your Target Aud/enc. Are Watching
Televlllon

'M\at tegli.ent of the market do you want to reacte?

Iv... age. hOullhoid Income, education Of oceupotIon, you're reaching far morc of them
with your tele'llllon~g 1hanyou are with yoJt radio ac:MMfllfng.

UpIccM Adult
..........._.. HouI.hoId Income

.............., .....
....u....

..... Working Wonten

., .....
....AK........
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Iodlo I' Sound, but...

\

Your CUItomeI'IleIIeve In
Televlllon

TeleWlon'.poeItIonc.th.numberoneIntonnanonrned\I'ft wall conftrmed one.again by1h.
~OfQantzattcn In 1988.

~ f<WOlQble pUbIc peICIptIon of t.levt11on ptOYIdeI an Important bonus to aetverttsen:
prestige bya.actanon.

.

WhIohMedUn WhIch MedIum WhIch MedIum
Ian.So&Ice Of 111M II Molt IInpodant Durtng

MoItNewl? McMt 1eIIevat*? AStatewfde ElectIon?

.,.".... 65" Televlllon .... Televlllon 10%
Radio 13 Radio JCI. Radio 541

And R.H. 8ru11dn',1atest SUNeV conlrrnlonce again that the pubOc pereelves teIeVtsIon to
hove IPecIaI q\dIeL

These tpedaI qual....mean your actvwrt'*'O meaoge II percef\Ied as special tool

1V Is 16 times more exciting
TV Is 40 times more Influenttal
1V 1110 times more authoritative
TV Is 9 times more believable

tv Radio
II" 5'1,
... 2'ft
I"' tIJ,
46'1. 5"
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RadIo Is Sound, but•..
It', A Secondary Medium

\

CoIpoIate AmeIIca rnak.III-'OUIacMrIIIIng commitment ont.I.~. Nine out of ten of
the nation'. kI'gett rocio odYertIIMIr*'d more ot1heW adVertIsIng cIoIon on te'evtsIon.

RadIo" Top 10 Adverttl8rl: 1988

- • .-aeo.
.....MaIcn COlD.

~ eo.
PhIlip eo., _

,. GMalCo.

PtpeIt»InO.

Cllt*CoIp.

,......eo.
e-w.,.eo.

8cUNInd

• hit-­........ - - ... .........
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For every doUar the. top 10 radio advertise,.
Inv.... 1n rado In 1988

they Invested $7Min thetr primary medium:
TeleVllIOn



For fNety doIar ttwe top 10 radio acNeItIIeIIlnveated In radio In
1988, they lnveIted S7A61n theirpdmay medium: Telwlllon

RadIo·, Top 10 Advertisers: 1988

1. 5eaII Roebuck Ie Co. S93D43.ooo
2. General Moton COIp. 78MO.ooo
3. Anheuser 8uach Co., Inc. 48D17JX1J
•• PhIp MontI Co.• Ine. ~,662'(o)

5. ProcteraGamble Co. 41.311,000
6. PepIICo Inc. 32.1eiOtm
7. ~COfP. 3OA05.ooo
8. Ford Motor Co. 2S,701m
9. CompbeI SOup co. 'rJ..767,ooo

10. Southland 22.mIaII
Total ~.933.ooo

1e1evlllon
S123.666AQO
564.926.400
304~N1J

633,679,800

663,979AOO
4tODM-300
209.786,900
251.161,000

87.oso~

.l.4.8.24JDJ
S3.254.Q12AOO
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ladlo " Sound, but...
If Needs Television

1a1Io1lallll IIo....GilUlli1V'. top 1. lOcal.....
VIIIIn ....., IaIoW lie power of "1I¥IIIon to
eNaIrt .

Local TeIe¥IIIon_: 1988

1. AeItowa",a DrM IN
2. ~oDeal,,,
3. Food StoreIISupermadeti
•. FunIknSIaeI
5. . Banlcl/Savlngl a locn
6. MovI8I
7. l)epartil.....acns
I. AppIQnce IfonM
9. MeclcallDental8eMcel

10. leIIu..~
11. AmulementllEntertaftnent
12. CIottmg 8tOIeI
13. Icdo1tatIoI.
14. DIIcoUnt Dept. Stor.
16. EducotIon 8eMceI

Sd,9671DJ
379;J66,«XJ
339.Q45,100
237.V2.0Jm
191.402.3DO
186~989, 100
U50.283S)O
1.,909.700
13O.217AOO
129,312.800
127,779.200
121.161.600
128,I33AQO
115A57,700
, 12,062.900



1VB
Radto 's Sound, but...
It', Also Fragmented

The Number or RadIo StaIIons
Continues To Burgeonl

,.._10 choa•• flam IMQIII an IncrecIIIn8Ir fIag••__d made.....,..., ,...... for
each 1ncIwIduaI........... tmoacIfaran........ "'.....

Number OfComIMlClalIaclo • T.-.an stations
10,000 9.087

198911801870

98
o~"""'-

1950

4,000

8.000

8.000

....w............... • TelevlIIon • Redlo

there ore 9DI7 ccnmeteIaI radio Itatlcl" In the CCMlhy today••.mote than eight times the
number of television station•.

Mcwe radio 1tatIons...combInedwith the fact 1hat the average rodo listener tunes to on"f./ iwo
or three clfferent fofrnata In a week...mecnthat arrt radio advert...I. facing an increasingly
frogrnented radio market•.•wtth fewer potentlollsteners tor an advertising message.

RadIo'. near-excluslve aucIence perstation makes ItneceMOlV toran advertlaerto use almost
al of 1heradlo stations In Q market to reach aft the radio Weners.

'Mtht~.which 11 watched program by program, any 1~~1QI11station can cover an
entire market area.
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I
Radio Is Sound, but...,
Irs Too Many Sounds

1VB---

In odtJlbl to1he <Ibundonce.of radio ttatIonI h a market. rado adv8rtlsen face addltlonaf
probl.ma. 1hepratuIIon of prOCJeah fonnat1 meana ...... fragmentation.

AM/FM ItaIIona PrOgram Formals

,......... AM 1M MII'M
NIJJt cc.HmporoIy 11.. 21m m~

CCU*V 19.2 lU 19.0
Aac:WCtII 2.7 21.0 10.3
AIMIft 0dII1ted roQ (A0f0 0.9 fA 44
~8cInd 9.0 0-7 8.6.--*-g 2.0 7.1 4.4
RI___ 12.9 3,9 9.2,...,.. ,.S 0.1 4.1
IIacIrIAII 1.7 o.s 1.2
lM)anOOIttempc1ary 2A SA 2.9
GoldInoIdIM 10.' 3.1 7.9-- S.6 0.7 2.4
~ OA 1", 0.9
It.... Q.6 0.0 QA
SCft~y<Jctl) Q.8 2.. 1.6
VadMy 1.0 0.0 Q.6
....At,telJIlrZ Q.6 1.7 1.0

Formal Llttenlng Shens
FeII'U
Total.... AM PM AM/fM

ACAdt/O'dM 5.9. 2.1.21'1. 11.391
CHR/I'cpA()JContem. OA\ 20.40 '4.13
~ 0.41 11.1" 12.91
1WwIII'e* 37.83 0.34 10.78
Cou*f 6.82 11.63 10.29
BIockJUfbOn 6.69 9.4S 8.64
8IRJEZ 1.30 10.27 7.77
rM:IR/VatIJtV 16.31 NM 456
IIIIPOrC '.29 1.o, 3.04
~Iand 9." 0.27 2.98 I........ 0.08 2.0 1.78
A••~ 3.99 0.91 1.77
O-.cal 0.36 2.21 1.70
0IhM/UnICn0Wn 1.69 0.18 0.58

WIh 10 many radio stottcns In a market# and 10 mCl'\Y dtfetent program fonnafs, It Is extremelY
cIfftcuIt for 0 radio advertiser fo reach more thon a smat segment of a target audience.

Atnedcan Racio/Duncan 11st114 radIO format deftnttlonsi Arbltron 81t116: SImmoN lists 12. The
.odIo Industry IbeIf Is confused CIa to whc:rt constIMes a program fOrmat.

And with radio statIona continuaBy changing formats In hope of geltlng more Iistenert. It Is
becomingmored"leult tor a radIO adVef1Iser to know whO the audience Is...and who's Osten­
InO to1M adv8I'tI*\g meuage.



PuttiDI The Finger On
Yellow Pales Advertising

While YeUow Papa aclvertiIiDI doe.n't appear to be 8 direct
competitor to broadcut televilion, it doee, in fact, &CCOWlt for as
much revenue as doee toea! television advertilinl. Yellow Pages
advertiaibl milht appear to be simply a directory of passive
lfattnp... hup reterence directory··rather than an aggressive
competitor to televiaion.

But the tact la, many local advertisers on limited budgets spendall
ormoatoftbeiradvertilinrdollara in theYellow Pagesbefore other
media are even comidend.

An und8l'ltandingolthe scope otthe industry...how it works...how
it ..l1a•••who u... it..where it's headed...can help the television
eat.person move local dollar8 out of the Yellow Pages and in to
television.

Bne10eecl you will ftDd:
(1) PuttiDl The Pinier OD Yellow Pales AdvertisiDC: An
analyaia orth. Yellow p•• indUlU7 tod8.)'-ita size-the leadln,
compeJUea and the number ordinetories they publlsh··who does
and does not use the Yellow P....-and the latest atrat8Ii" the
direct41'1 publiahen have developed to maintain their share of
local market dollara.

<I) The Problema WithYeUow Pace.Adverti.in,;
How TelevilioD CD Help: The Yellow Pagel industry ia belea­
lUered with problema for any local advertiser. But if that adver­
tiser were to put the majority otthe ad budget into television, the
etrect:iveneaa of the ad campaign would increase dramatically.

(8) How 4 'l\tlevi.ioD Statlol18 Are CODvertinc Yellow Pale
Dollars On To Televiaiont The Itrategies that four local televi­
sionstations are usingm getbi,localadvertisingdoUara out ofthe
Yellow Pages and in to their stational
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Putting The Finger On
Yellow Pales Advertising

A Back,mund
On The Yellow Pages Industry

The fi'ee.market tol'Cll that sbattered Amer.
ica'. tAtlephoDeIDODOPOl)' also catapul~ the
Jowly PMD8 hook into 8 multibillion dollar
commeretalenterpriae teeming with local ad­
vertiaiDa liat:inp.

WhenAT6T wu IpUt into..ven resionalBell
operating campaniea <ReBOCs or Baby Bells)
onJanuary 1,1984, theykept their business in
Yellow-Papa pubHahiq and were freed to
compete not only with independent directory
pubUahen, but alao with each other in mar­
k8te where theydid notoI"erphoneservice. As
• reault. the number ofdirectories, including
thoee aimed at particl11ar demographic, pro- ­
r...tonal or neishhorbood tarpta, peaked in
198'1at6,500andnownumber6,200.This rep·
resenta anaverapofmore than29directories
tor each of the 211 marketing areas (or ADIsI
DMAa) in the country.
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Putting The Finger On
Yellow Pales Advertising

The SIze OfThe Industry

AccordiDs to the Yellow Papa PubUahen
.Aaaoeiatkm (YPPA>, • 'l\oy, M1-baI8lIl'OUP
repreeentinr the publishers that produce
more than...oral1 the U.s.YeUowPapa
dlrectorieaand pneratealmoat99tlotthe
medium'. revenue, YeUo" Pa,.. .dyer­
tlltDi reveau.. win total $&3 blWOD
lD 1.... 01 tWa amoWlt, ".8 blWOD
(8890) are localadverti8iJlI doUan.

YeUowPalel
Ad Rev8nuN

CJDBUUoaa)

Y...
1989<_)
1988
1988
1984
1982
1980

Natloul

$1.0
.9
.8
.6
.4
.8

r.o.a
.7.8
6.8
6.7
4.3
3.S
2.5

Total

$8.8
'1.7
8.&
4.9
8.'1
2.8

YellowPapapublilhen haveallbutaban­
doned forays into one another's territory.
Thoush there iI atill aiprlficant competi­
tion inabout2li marketa amonc the tradi­
Uonal utility, independents and "invad­
iDs" J'8Iional Bell operatm, compaDi.,
the ReBOCa, reaponsible tor about 76~or
annual revenu•• are DOW turning their
attention to their core bUlin.... As Ed
Schenk. senior vice president, Wahlatom
• Co. (Foote, Cone " Belding's Yellow­
Pea-unit),at&t8I: *Competitionbetween
pubUaben is de6Dite1y dJini down and
pubUIhera are tundDI their atteDtioD else­
where. It was • ftee.tor-all, with -!At'. SO
hereand l.elpthere,'! think tbeTve had
lOme toqb tim. in the market. There
.88m • tobemoreof. toc..Ja nowonenhanc·
log their product within their own re­
pona."



TheLeadina
Yellow Paces CompaDiel:

Ad Rev.Due. Cia MJW..) And
Number OfDirectories
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Putting The Finger On

Yellow Pages Advertising

Yellow Pal_ Revenue
And Number Of Directories

TheDiDeleacliDgYeUow Pea-companiel,
which fDdude the ....n Bab)' Bella and
two tndependenta, arereapoDJibl.lor$8.2
billiOll+- in Yellow Papa revenue and ac­
count for '.803 of the 6,200 pubUlbed eli-
reetori.. ~.=~L~o.~.,.~.•!!!,:.-_.!y.u!!...~Pat!f-~'!..'!.!OI!£Tt!!tI~..~

A total or 418 million copi.. of Yellow
Papa dlrectories were produced In 1988
by 206 publiahen.

1 GTE 11,300 1,000
2 BellSoutb 1,000 611
8 Ben Atlantic 830 soo
.. Pacific-n,leaiI/

Paciftc Ben Dir. 789 103
6 Southwestern Ben 122 1,100
6 U.S.Wut 700 lOOt-
'1 Ameritech 496 &00
8 Dun. BroadstreetJ

R.H.Donnen81 442 6&0
9 NYNBX* WA au

Tota1l $6,278 4,808

-wnta In&IL 1Ia& .....,......
...... al'lillU "' •.....

1IIIlII-=~.,... 0....... ,.,........"""1-
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Putting The Finger On

Yellow Pases Advertising

Yellow Pages Usage
.0I.w.a.. ..01......
R..WBr ,.,.......
y.." ...... 171'.........
Ia,...o ......11

Almoat balf of all adultl Ca••~ .... ......
(48.8") 18 Jean end over AppU...., Small 7.ft 91.411J
have DOt lookecl at the A"toI.New 4.5 16.6
YeUow Paa- iD the put Mto"" 4.0 98.0
month. 8eIlmMD Pumiture 2.0 11.0

"t,~tboard .7 81.8
HereiI theIJ'I'C*ItoradUlta ev..... 2.8 81.4

Cartee... .9 91.1who have 11I& U8ed the Yel-
low PIIIIln the put 12 ear..... 3.2 98.8

Car Te1epboD. 1.0 99.0mcmtba at home or atbusi.. CupetiDI 3.5 91.6
nell to putdIue any orthe Chain.ItoJia.re 1.4 98.6
foUowm, item or aervle.. O'....Brucied 1.6 98.4

a R.,ttalllNuraiD&'
96.2..... 4.8

Ho...... 7.0 93.0
lD·hoIM Health

Can8eM.. 2.1 9'l.9
IDauraace.

......1 5.8 1M.2
~Batat8

Loal. 2.2 97.8
II.... U 91.2,........ 4.1 9&.9
BealBitate

Brobn 2.3 87.7
Tel.vW.Seta 2.6 87.5
Ta,Bcoru 8.9 87.1
'lftdlor

V.IeDW 1.6 88.IS
Typewri_or

Word ProcellOr 1.6 98.4
V.....O...r

"'nice 2.'1 8'1.3
VIdeoe.-ue. 3.4 96.6
.........,1...
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Putting The Finger On

Yellow Pages Advertising
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The LatHt Developments

CouponIDl
RecentlJ. aevera1YeUow p....publishers
have started insertin&' COUPODl for local
bUlineua at the back orlocal directories.
But a brand new service caned ·Special
Delivery"wu ltarted this year. This aerv­
ice deliV8l'll mupolUl, productsamplu and
other marketing messages. wrapped in
polybap, alOftl with the direetoriea. This
is the flnt time tree-standing coupons tor
utional diatrloutore have been offered.

(over)

(2) Backofthe book:These are "talking
acla" provided by participating advertis­
era. Companies with tal.1dnr ada display
their lour-dJlit code beneath a talkinc ad
icon intheirliatiDp.Callers use thisDum­
bertoptmore informationona particular
advertiser.

-r.Ddq YeUow p.....
B1 inlertiqalpecla1 telephone number
intheirada, aclvertiHncanhaveproapec­
tty. euatoIDefa call and hear more about
their product. or ..mcee. 'ft1. cod can
ranpltom8115 to.l&OamonthdepeDdina
on the size ofthe market In which the dt­
rectory is pubUahed. Advertllera pay tor
apace·-aO. .5 to 80 aeconda of digitally
atored .peech on an audiota computer',
memory dJak. Tb8 adverdler prapama •
.pecI&cmil.'"andupdateaituott.u
aeemeclllecellU)'.Anaucllotesa,...mlaa
type ofvoice response. Touch tone eaDem
can acceal iDlormationby punchiDc. few
buttona on their pbonee.

Aa a ~t of the ATIir dlveetitun on Tbtre are two categories oftalking Yellow
Jan\W11, 1_, the WIlD l'tIional Bell p.... services:
ttlephone compaDi_ <Baby Bella).tarted
producinl their own dlrectoriea. Tbe new (1) ProDt of the books These comprise a
competitiveatmoaphereha. had~ry core group of free information and enter­
publiahen all YJiDI for a larpr share of taimDeDt servicea supplied. by the dine­
the DUII'bt. 'ftda baa led to more "uHr- tDry pubUaher to puB in additional reve­
friendly" dinc:tloriIawith product enhance- nue. Topics may include new. and sports
menta. AmoDi th.. new developmenta updatel, weather, horoaeopee, lottery re­
are: lUlu, trivia gamea and health tip•. For a

tee, advertisers can sponsor these serv-
iceI.



111.ftrat two "BabyBella" involved inthis
new coupon dlatribution pf'OIl"&ID are
NYNBX andBellSoutb. In the future. the
move eould make pbon.comp8u'. formi.
dable competitors to local and resional
newapapere UId natioul co~ maOera
8uch u DonneD., MarkedDP Carol
Wrilbt.

EDI Yellow p....
BDliacomputer-to-comput8rcommUDica­
tiaD uaiDg highly 8tandardized electronic
versions of COIDIDOD busiDeu doeumenta.
The technololY can be uaed to par bUJa.
I8Ild invoicee. monitor in98lltory IDCl deal
withother formerly work-intenlfve tub.
ED! Yellow Papa enablee URm to deter­
mine who e1ae is equipped with the tech­
nololY.

ED! YeUow PaPl ia divided into two leo­
dOM. The ftrat attempts to provide. tom­
plete lilt ofcompaDi. that uae the tech.DO.1beaeoonclaotau.nplarYellow
Pea-.~aJIltolEnl-ratat.l auocla
and .em.., complete with advertise­
ID8IltAJ.1buploitthetecbno••corpora­
tlOD mUit deal with another ftrm that is
aI80 equipped to 1188 it. Compaoi. ualnc
EDI to do busin.. tGptber are called
tracllDl partDen, wbich mu.. the EDX
Yellow Pea- eomet.hiq of a slant, high­
tech datinr service.

Increased Use Of Color
Directories have lOne from white pages
with black. ink to two-color and now four­
color. In 1989, almost every major direc­
tol'J producer revamped the tront of the
bookwith fOUl'-Q)1or and coated stuck peps.
Spot color throushout directories is ex­
peeted to grow byl~ in the coming )'Ur.

ror the television nleaperaon iDtereated
in seUior againat the Yellow P8pI, the
Coaaumef Review SyatAsma'has published
-rhe Yellow Pac- Report: AComprehen­
sive Guide For Advertisers.- This report
details why smallerYellow Papa ads may
well draw better than largerada as well as
the (act that the addition ofa second color
toa laqeadoftendecreases thechancethe
ad will draw more response.



..~
!'u~------

Putting The Finger On
Yellow Pages Advertising

E

When The Yellow Page.
Needs To Reach Out

For New Advertisers And New Users­
They Reach Out On Television

TheYeUow Pape1mowa DO mediumbaa the..turation coverage ofteleviaion. When it
COIDIItAI.ttemptiDsto8XpIIDdaclvertilinrdirectoryUatinporconaumerU881e,Yellow
p.... pubUebera do it OD televDioD.

In1988,theYellowPas-invested$69.7 milllon in televialoDadvertfsm,..apinor12~
OYer the previotll year.

Top to YeUow P.,.Advertt••n
00Televbfoa.·ltl8

~ W1a9..' .... c..p-r TVIa~.....
• F

u ........ "f.•_ IS) BeUSoutia ........
WM••

.'....100
..tis C..1III8,U a.auoo.....,.....,haJda "'11_ IntlMnal.D II.WI,800as..............TIJe. "41UOOIf••-.,W "'1u.ooo I) OTBCorp. M.1-..
GTE "'.182.000I)"'" ......

1I....... 'Nt. t11.eoo " V&W_ ",118.10Ox..Y."-... "1.100 Pad&:KW BtIl
_300

tmfII ....' ..100 USW.. 14.1JI.8OO

8)~", ",1"- 8) PMUIoTel" "."0100......BtJl 1'I.,13UOO Paclft.BeD UM8.900
......BtII 1800
III....... tu.eoo I) VaU.d TaIeoo-muftlcatiold IIIl,OGO
MleW"DBeD 111_ CanbaTIle. UU.800
OW.W .,zoo UNtM'l'eltfbaae tI46.200
......BeD ".100 10) IJogda..N.........

NM,lOO4) .......... lIeU Corp. eu&lAOO TeIeao..........
".York 1711.100 Southml New IqIud $(M,loo
.....u&InIB.U ta,I2UOO

....8AIl
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How 4 Television Stations
Are Converting·

Yellow Page DollarS
On To Televisio.b

BIN Ja a.,I""-tour atatIoiM oil" .. '
..............Ia~YeDow: '....
Pta-....to......... .

.' ..
, .

....



WLOX·TV, Biloxi, MS
report••••

Bobby EcIwudI, pDerallalea ........ WLOX.
TV, BONi,MS. repoN that. a cUnctl'llwtor
hiI ttatlOD'. eftbna to 10 after local Yenowp.... dol.... etatioD revenue tacreuecl
't11,~whicb ... 'ftl -new..e,.-ID
addttioa. tbel"awua10..papdropiaJiIdapill
the local YeOow p ~.

-StationlDlll.,.. b.committed to
.ak'",dliI.«ortwork.- reportaMr. Edward..
-ADd t peJlOIlmuat be IMipeel
to YellowP GOIl"'GD ft&U·dme to .....
it worke. The etron nqui.. tJWDeJld.. tol­
low·tibtoqb oa dae part ofdMI al.. ltaft'who
muat be OU' the,. ClODtiaually meJrinall1••
call....

WLOXu'" the nperti..orAmericaneon.
nltlnc Service•• VlDCOUver, WA (1·800-266­
9784). to train ita we. ltafFon Yellow Papt
aonveraioD.

". .....ta« teamed"how to l\lI1..t to
YellowPapaaclYerUlen that &bo)' recIIre~ the
."., tbaJ bUJ Yellow p.... ad".rdliDl. 'nle
......tafrpoblt. ou'tba~l'cI..'tmat_wbat
abe ad )IOU have iD tb.e YeUow Pea- McaUH
...,1. an lookiDl tor a phODe number. So. a
Yellow Papeadftrti'.r ahouJd bUJ aD alpha­
beUcallildq. perhapa in bold type. iutead of
tpendiDlalarae amountofmoney .achmonth
OD alarpr ael.

Mr. Edwardl allO pointa out. that the ...
Itd'mentioll to a YellowPap, acl".l1Iaer that
moat pI'OepIOtilvo cu.at.omeN thumb &broUlh a
puticuiarcateeol'Jtrombackto&ant.Yetm.t
oftb.l&11erad.iDapartieularcatelOry.ppear
in the hnt or that catecory Ji.IiiDc. The ant
UttiDp thla customer ... 111"8 the ama1lJi.t­
iDea ill &b. back or the cateeory. TbII II an
ezcoU.t roaaon tOI' a Yollow p....mad"!'
to recluw the abe otth. ad.

-It',iDlportaD~tobow the dOlliDlclatel tor
tile local YeUow Pa...... atateeMr. EeI.anil.-1t
your....ltd.out. there aeIlinI tbIee moDt.ha
before the book c1aI.., you have the opportu.
Di~1 to ooavert • lot 01 money to televi.ton
bec:auee I y,now Pap. advertiser JIlutt eom·
mit too a 12-moutb YeDow Pacee KMdul..If

WVUE, New Orleans, LA
report••••

======-=-=-=:_-==-=":':::~.==-==
WVUE 1.w itt fiDpn do the walki... And
when." land on an aclvertlaer in the Yenow
Pape, the etaUoll putt ita aal•• taam to work.

RoDJODI"WVUE'. ceneral weemanacer.
retia he', lOt a man realiatic eh811C1 01eatine
iDto th. $38 ,,"1Ji0D Yellow Pal" market in
New Orleena tban making • dent in the SUO
aW1lma blad revenue. th.t.Dewlpepen takein
evf#1year.

Mr. Jonee hired Greenwood Ponormance
&,I Tulaa, to help him pt lOme or thOle
YeUow P doll-n. Greenwood PmOl'llWlC8
8JlteaaI apeDt a eta, trainina WVUE aalea
people on the b. art or I8UIn, televi.ion to
Yellow p.... actrerttMI'I.-W.·..eeneratedwell over$100.000 incon­
venicm moDie.... ltatea Ittr. Jona, "but that.'.
DOt the re880D we took on the Yellow Papa.
Rather. we wanted to take another ltep in
utabU.biDC our ala peopte •• proteeaional
COftIultaJlta. ODe olthe~rhoapital. in New
Orle... wu In the PIOC881 of renewillr ita
V.Uow Pac- CODtracL We metwith them and
• a ....ult the)' down-lilted their YeDaw Pqel
adyertlliDl and cav• "a a pod IChldul•.

"YoutyepttorealiathatcoDvertincYellow
Papt don.... to telewlman take. time. Ifyou're
pitehinc now. the reveDue atream will colDe in
lourto .ismootha.We'vebeenpit4:hiDlqllin.t
Yellow P....1iDcemid..July; the book dOleS in
JuUU'J"i.publithed inMarch.Sodcm'tbe
cUecou.rapdU'you.donlt lee immediate reeu1ta.

-Take • look at what a Yellow P dver-
tlaeriadoiDcucl tI)' tomake lOaM outor
it. ttJOU canebowanadvertiaer the IUlOna for
'buyinc a .In.. apaee in the Vellow Paces,
that. mND' there', more of that advertiler'.
budget available COI'tel.vi.ion. YeDow Pagea
....apeopJ. set a Vef"/ amalI pen:ent.ap on a
tlmple renewal. But if' the)' can increase the
...Glan .cIvertiMr',ad-or iDcreue the I!onthIr
ill"...tmellt. bJ the addition ofcolor-they get a
larcer «)oIDD'Suion. W. find the.. advertisers
appreciate the ract that we can help them lave
mone)'. SaviqmoJle,each monthhelpa them­
and that mone" th.y put into televi.ion help.
our .cation."

TOTAL P.21



~~ ~, .,;;(,a-""J~e'racoma, WA
report,•.•

DeMiI~ loeal __ 1MD.r, KCPQ.
SeattJe.'r..cDIM. reportt hi••tatiOD rClOlDdy
coDverteclover.l00.oooGIY.Jlo.... P....aclv....
&iainaonto the_dOD.Theatadon II_Ameri·
can CoDIul..,8eA_ Vucouvw, WI., whicb
pl'OVlcled twoda,. alii....... traimncu w.U
u a com,_eative ndeotape-aI1 ........ to
captuN .....inI clollan holD the Yellow
Pac•••-It" Important to let Yenow P.....clverttI-
...kaowtlaatt.beJlimplyca't1ncraue ..
QN8 (01' t.helrcoaapInia.or ..m....·no Uer'
how larp the aile or their Yellow Pap acl­
beeaUN Ul7YeUow P....d'anotaparvuive
or intrulive u ia t.eleriti01lacl..erdainl. B'1011
commWlicate the ..alue of televillon-how ita
8UOnDoua...udim,.etC&Dfttabli.blWlle
aWaND'" ··tbea you can pro,.. .. NYi...
YeUow Pac- IIcbeIlIlla (bued on .maller Yel­
low p..... ada) aM.ppl.ment it with Weft.
1100,· .t._Mr. McCormick,-Be'" 7011 punuo • partieuJar adverther
oateCOIY, 10 tIaroqb the VeJlow Pal'directory
IDd maU DOtM or those advertS... by liat of
ad. numberollocatioaain the dlrecto!'J. by u..
ot 00101', aDd ..,w., ,. the .clverdeer i.
~extradoDantor. With rate intormadOQ
pubUIhed••Tallo. P.... PubUIhen A..
..tieD. thePaWiIber'.DIndoay Rate Book,
wec:aDeedmate.eamOWltolmooeyan.dYK.
til8J' ha, eommitted aDDually to the Yeno.
Papa.

-with the em. IDOlle, thae .clvati..n
.VI from cIowaIlIiq their ad, WI prep&N •
teJmaiOD lCheclulethatwiD livetlwaclverde.r
that cridca1b'tmpartaDt u.me napitlOD-••
weD •• reacb-before. cuetomer' ataria lookiq
tbroueb pap afterPII' orcatecory liltbap in
• d1rec:tory.

-We bin. commercial artiat to delian re­
duced 'dollar biU' 'b.ecI ael' Cor Wse-wdt Yel­
low Pace .dYd..n. Yellow p... uJ.1JDIIl
.lmply cIoIl't have the experti., to cluilll an
.treeu". ad:

WMBB-TV, Panama t;ity, FL
report....

======- ...._._-- -.--~­-- "--
..".. Yellow Papa i. not an adverQ'iac ve­hicI.,.reportI Ray Hundley, account esecuQ,.e.
WMBB-TV, Panama City. -No matter bow much
.... an acl.lrtt.r \&IU, it .tin eo... clown to
aD al,..UcalliltiDI in a director:r. We teD
Yellow Papaadvertilenthatit'. fine to have a
1I.t:lnr,bu~you'v.lOt to buDd name .wareD'"
lorap_uctor..J'YioI10tbatwhena conlumar
i.e lookincthrouehpace after paee in • p&l1icu­
larcateprythatCIODIwur will relll8lllbft JOur
....... ADel, otcOVll Mil them tlNonI,ft'
they.. buihI that aW&reMIII ie with a
...... mh with talftilion the dominat me­
diwa becau. of itt lipt. BOund, motion ancl
....otion.

"Very often WI Sad a Yellow p.....dver­
ti,..dOllD't ftaJiH the annual coa~of'that ad·
vartiliDi becaUM the .pace coete c:.ome on lb,
phone bUl anel th... charpl an submitted
every IDOAth Cor the duration of the book and
every .ubllqUIIlt bOGk that i. priDt.ed. Yellow
Pac.. c:ontraett an automatica11J nneweel at.
Uleeadofth.,earuDI..~h.aclvenl..n au to
cance1 orchup them.. So it.'. Important to reo
ud YeUow p.... adftrtiterl how much of
their 1DOQI1 it piq into the directory tech
JIU. Th1t often com•• a. quite an uupleaaant
.urpri...

-WI uted AmericaD Conau1tinc Serricea to
cletailCoruebow tb'YeUowPapt..uandwha~
i, the belt. _, to pt advertilen to conven
thOI8 mollie. to tellYi.ion,

--Weuk• po_tial client= 'It )'OIl looked in
the YellowPacetand.." a1arl••cl&om 8 finD
10U dlda't bow UlCi a emaller .d from • firm
1011 dlcl ncopize, which one would you uee?'

-rheDWI teD theoIimt t.bat the byia to uee
dae clollan NT" by reduMc the ad in the
Yellow PaCU-.and putting that. money into an
eft'ectiveDam,."uen"lcampaip...ontelcYi·
doo.-





NEWSPAPER ADVERTISING IN CLEVELAND HAS
BECOME RELATIVELY MORE EXPENSIVE

Index of Cost Per Thousand Homes Reached
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INDEX OF COST PER THOUSAND HOMES REACHED (1
1990 - 1993

The Plain Dealer

Index (2
Morning Sunday

Average Open Rate Per
Column Inch Per

Thousand Newspapers
Morning Sunday
---_.--------($)------------_.

(a) (b) (c) (d)

Selected Television Stations
Average Revenue

Per Thousand
Households Index (2

---_. _. --($)---------

(e) (0

1990
1991
1992
1993

$ 0.3310
0.3607
0.4059
0.4395

$ 0.2972
0.3226
0.3574
0.3819

100.00
108.99
122.64
132.79

100.00
108.52
120.24
128.48

$26,372.56
23,669.87
26.655.32
27,997.37

100.00
89.75

101.07
106.16

I) Cost Per Thousand is measured as the Average Open Rate Per Column Inch
Per Thousand Newspapers for The Plain Dealer and as Average Revenue Per
Thousand Households for Selected Television Stations.

2) Calculated as a percentage of the base year (1990=1(0).

Sources: Cols. (a) & (b): NERA table "The PlainDealer. Calculation of Cost Per Thousand. 1990-1994."
Col. (e): NERA table "Selected Television Stations. Calculation of Cost Per Thousand,

1990-1993."



THE PLAIN DEALER
Calculation of Cost Per Thousand (l

1990·1993

Average Open Rate Per
Open Rate Per Average Paid Column Inch Per

Column Inch (2 Circulation (3 Thousand Newspapers
Year Daily Sunday Daily Sunday Daily Sunday

-------------($)-------------- ---------(000)-------- .------------($)--------------
(a)/(c) (b)/(d)

(a) (b) (c) (d) (e) (f)

1990 $ 145.00 $ 167.00 438.1 561.9 $ 0.3310 $ 0.2972
1991 156.00 181.00 432.4 561.1 0.3607 0.3226
1992 168.00 195.00 413.9 545.6 0.4059 0.3574
1993 180.00 209.00 409.5 547.3 0.4395 0.3819

1) Cost Per Thousand measured as the Average Open Rate Per
Column Inch Per Thousand Newspapers.

2) Black/white open rate, effective January 1.
3) Average for 12 months ended March 31.

Sources: Cols. (a) & (b): Standard Rate & Data Service, Newspaper Rates and Data,
March 12. 1990, p. 475.
Standard Rate & Data Service, Newspaper Rates and Data,
August 12, 1991, p. 459.
Standard Rate & Data Service. Newspaper Rates and Data.
March 1992, p. 386.
Standard Rate & Data Service. Newspaper Rates and Data.
March 1993, p. 436.

Cols. (c) & (d): Standard Rate & Data Service. CIrculation 92. p. 714.
Standard Rate & Data Service. CirculatIOn 93, p. 721.
Audit Bureau of Circulations. Audit Report The Plain Dealer.
September 1992.
Audit Bureau of Circulations. Audit Report: The Plain Dealer,
November 1993.



SELECTED TELEVISION STATIONS
Calculation of Cost Per Thousand (1

1990·1993

1990
WOIO
WUAB
WKYC
WEWS
WJW

Total

1991
WOIO
WUAB
WKYC
WEWS
WJW

Total

1992
WOlO
WUAB
WKYC
WEWS
WJW

Total

1993
WOlO
WUAB
WKYC
WEWS
WJW

Total

Total DMA Average Revenue
Total Spot Households Per Thousand
Revenue Reached Households

-------{$)------- ---(000)--- ---------{$)---------
(a)/(b)

(a) (b) (c)

$ 15,400.000 1.082 $14.232.90
32.600,000 1.138 28.646.75
32.800.000 1.299 25,250.19
42.800,000 1.334 32.083.96
40.200,000 ~ 29,602.36

$ 163.800.000 6.211 26,372.56

$ 15,300,000 1,104 $13,858.70
32.500,000 1.121 28.991.97
28,400.000 1,319 21,531.46
37,200,000 1,337 27,823.49
34.300.000 1,359 25,239.15

$ 147.700,000 6.240 23,669.87

$ 18,544.000 1,101 $16.842.87
32.896,000 1.131 29.085.76
32.838.000 1.258 26,103.34
39.540.000 J .302 30,368.66
39.126,000 ...l.JR 29,618.47

$ 162.944.000 6.113 26.655.32

$ 25.133,000 1,071 $23,466.85
31.503.000 1.092 28,848.90
35.829,000 1.308 27,392.20
39,592,000 1.309 30.245.99
37.999,000 1,294 29,365.53

S ]70.056.000 6.074 27.997.37

I) Cost Per Thousand measured as the Average Revenue Per
Thousand Households.

Source: Table provided by Malrite titled "Television Cost Per Thousand
Households. Select Cleveland Stauons. 1990-1994."




